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22 Min x 26 Episodes 
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Adding extra plot enhancement fer 
herees and villains since 1927 
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P 5 ar of children watch cartoons on billions of television 
sets all over the world every day. 
THIS CREATES TENS OF BILLIONS OF DOLLARS EVERY YEAR! 


Global animation revenues have rocketed from barely $8 billion 
in the mid-90s to more than $80 billion in 2006! And there is no 
end in sight to this stunning growth pattern. How is this possible? 
Why is it certain? Consider this one simple fact: 

CHILDREN OF ALL AGES WILL ALWAYS WATCH CARTOONS. 


After several years of extensive research, business entrepreneur 
Howard Miller and longtime venture capital manager and financial 
consultant Ira Warren established ANIMATION DEVELOPMENT 
COMPANY LLC and placed it squarely on the global cartoon map. The 
combination of high-quality early-stage cartoon concepts backed by the power of venture capital dollars, along with experienced and 
talented animation producers allows the company to develop professional trailers and show-bibles that can be pitched to the networks 
and studios for their upcoming seasons. The company has already acquired media rights to a number of 
early-stage projects that have terrific market potential. The first of these is Action Dad, an exciting boys 
action animated series best described as: FIGHTING CRIME AND GETTING THE KIDS TO SCHOOL ON TIME. 


Billions in Dollars 


Another of the company’s initial projects already underway, MidKnight, premiered as a first-edition 
comic book in July of 2007, while simultaneously being developed by ADC for potential sale as an 
animated television series. MidKnight was conceived and drawn by husband-and-wife team Tom 
Hodges and Terry Fontana-Hodges, whose credits include work with Lucasfilm and DC Comics, The 
story lines center around a seemingly ordinary couple who hold day jobs, but at night emerge as colorful 
caped superheroes set to do battle with assorted bad guys and protect the city of Philly from evildoers. 
Think of it as Batman finding the girl of his dreams and telling Robin to hit the road! 


Yet another hot project is Apex, Larry Huber’s project based on a hilarious “behind-the-scenes” look at 
the cartoon world. Also coming up is Backfire For Hire, with some of the most amusing (if somewhat 
strange) characters yet to be seen on television. Beyond that, ADC is searching out still more early-stage 
concepts that to add to its ever-growing stable of projects that will appeal to the networks and find their way onto the screen. 


Production is under the direction of Konnie Kwak, President and CEO of Toonzone Studios, 
which is serving as ADC’s co-producing partner. Konnie came to Toonzone from Korean 
animation house Yeson, where she was Production Executive for that studio’s series (Dilbert, 
Sammy, Ed Edd n Eddy, Fairly Odd Parents, Family Guy and Oh Yeah! Cartoon Season 2). 


Working right alongside her is five-time Emmy nominee 
Larry Huber, whose 33 years in the business have seen 
him involved in more than two dozen shows, starting as a 
writer and animator and becoming one of the industry’s 
most successful producers. Over the years, Larry worked 
with such industry greats as William Hanna and Joseph 
Barbera, and his long list of credits include A Flintstones 
Family Christmas, Dexter’s Laboratory, Cow and Chicken (all of which brought him Emmy 
nominations), Punky Brewster, The Cabbage Patch Kids First Christmas, two Charlie 
Brown TV specials, Superman, Kitchen Casanova, Mister T, and most recently, ChalkZone, 
among many others. Also aboard this emerging entertainment entity is 30-year veteran 
Hollywood writer and script consultant David Petersen. 


ll of the company’s projects are designed to accomplish a single goal: to be developed into successful animated television series. 

To ensure its long-term profitability, ADC will license the television and other rights to the various 
properties it has so carefully selected, invested in and brought to full development. With DVDs, video 
games, toys and other merchandising possibilities bolstering the substantial income from television, 
ADC will be able to generate multiple streams of revenue, not just domestically but internationally. 
That provides ADC with a global market, one constantly growing and demanding more product. 
The children’s animated entertainment market is one of the world’s great renewable resources. 


Most investments tout preservation of capital and modest growth. How boring. The wide world of 
animation offers far more opportunity and far better returns. Tapping into this remarkable market 
can yield high-multiple returns for the smart investor, turning millions in venture capital into billions in profits. 


Email: animationdc@yahoo.com 


Domo © NHK-TYO 1998. Domo Animation © Domo Production Committee. 


Star Girls and Planet Groove © Dianne Regan and Sean Regan. 
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Cover Our cover this month features an image from Disney/Pixar Cars, a hot license for 
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editorial 


Gaming for 
the greater 
kid good 


had a very weird experience en route to E3 in Los Angeles, and I wanted 


to share it with you. I was going through the motions at the airport, and 

I ended up dealing with a US customs agent who must have been having 
a bad day. He ignored my pleasant "Good morning,” stared at me for a very 
uncomfortable 20 seconds, and then asked me why | was going to L.A. When 
I told him I was attending a video game industry media event called E3, he 
proceeded to rake me over the coals for aiding and abetting what he felt was 
the sole culprit behind the childhood obesity epidemic. 

Without pushing back too hard (I didn’t want to miss my flight...and I've 
heard the same rumors you have about retaliatory anal cavity searches), | tried my 
best to argue that there are other factors contributing to this health issue besides 
video games, citing diet, lack of exercise and poor parenting as just a few. 

I got out of there eventually, but I was shaken by the experience, and kept 
coming back to it in my mind that day. Did he have a point? Was | playing a 
role (albeit a small one) by writing about the video game industry? And is that 
industry, as the customs guy suggested, completely ignoring its responsibility to 
promote a healthier lifestyle to its kid consumers? | didn't think so, but there was 
a kernel of doubt that wouldn't go away.. until | attended the Nintendo press 
conference and listened to the company’s plans to support the Wii console this 
year and further enhance the physical gameplay the system is built around. 

What a breath of fresh air! Here's a company that has managed to revolu- 
tionize the gaming experience and neutralize its toughest public criticism in 
one fell swoop—and it's paying off big-time. According to NPD data from 
May 2007, 2.8 million units of the Wii had sold through in the US since its 
November 2006 launch, compared to 1.4 million of Sony's PS3 (which rolled 
out the same month). And JupiterResearch thinks the Wii might have a shot at 
beating out Xbox 360 for top console by 2012, if Nintendo can deliver more 
high-quality first-party titles, shore up third-party publisher support for hot 
games, and maintain a price advantage. 

In terms of galvanizing players to get off the couch, Nintendo is launching 
three peripherals to give families new ways to control the game action with 
their movements. The one with the greatest kid appeal is Wii Fit, a wireless 
foot board—picture a low Reebok Step, but with the styling of an iPod—that 
measures a user's balance and control while they do things like leg thrusts and 
hip circles. It also takes a BMI measurement before each session so kids can track 
their fitness improvements. When it hits the US market in early 2008, Wii Fit 
will come with games based around activities like heading soccer balls, hula- 
hooping and ski-jumping. But it's easy to imagine the tech being applied to well- 
known licenses such as Tony Hawk's skateboarding franchise, for example. 

What | like most about Nintendo's success story is that it clearly illustrates 
how it's completely possible to make money and healthy, beneficial entertain- 
ment options for kids at the same time. All it takes is corporate commitment 


and a good idea to get there. —joce 
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For three energizing days, you'll make new connections, 
share business-building ideas, be inspired by creative 


vision, discover the latest trends, and have fun doing it. . 
“It is a must-attend 


event for anyone who is 

serious about keeping 
current with kids 
entertainment.” 


Uniting executives from all sectors of the kids 
entertainment industry, access to senior-level decision- 
makers is unparalleled. If you make your living in kids 
entertainment, you can’t afford to miss it! 


Why? 


— Frank Saperstein, 
Surprise Bag Inc. 


Truly international: 1300+ delegates 
from 38 countries* 


| 
Pe Effective: 57% of delegates closed business deals* Register Early 
| and Save S40o!** 


$995 Preview Rate expires 
September 28th, 2007 


Contact Sharlene Wilder at 
416-408-2300 x313 


Amazing networking: 161 buyers, 142 licensing execs, 
plus top-tier animation and production talent* 


Location Location Location: Terrific conference and 
hotel facilities at our new venue — Hilton New York 


... and so much more! 


el 
A i 


———— ee. 


ee 


ala ett tein tek ae el 


Get noticed by top decision-makers! 


Contact Myles Hobbs today at 416-408-2300 x492 to find out how you 
can build your business with a KidScreen Summit sponsorship! 


www. kidscreensummit. com 


* Based o ici valuatio ualify fo ete Pre oo ent in full mi hides ived by September 28, 2007; all pricing in ease 
™ KidScreen a of Brunico nme ae ™ Kid n Summit title, tagline and logo a pene arks of, and the event is produced by Bru as rketin ng Inc. 


elcome to KidScreen's new community page that 
connects us to you and keeps you up-to-date on what's 


happening at KidScreen. 


ON THE INDUSTRY TRAIL... 


Towards the end of the summer, look for the KidScreen team at Le Rendez-Vous 
French Screenings in Biarritz, Parthenon's 5th anniversary party in London 
(congrats Carl Hall!) and Cartoon Forum in Girona, Spain 

If you'll be at any of these events and would like to hook up, give us a buzz and 
welll set aside some time to get together. 


LICENSING SHOW 2007 


KidScreen was out in full force this past June at the annual licensing mega-event. 
Networking was at the top of the menu, and we caught up with many of you at 
shindigs like Decode Entertainment's rooftop cocktail for Franny’s Feet and Chorion's 


licensee summit for The Mr. Men Show 


en 2a © 88 He 


SHOWCOMOTION “ewer 


Od 


Earlier in July, Diane checked out the scene at Showcomotion in Sheffield, where the 


campaign to save kids TV in the wake of the junk food ad ban was alive and kicking. 
Also sparking debate was the ongoing “difference of opinion” between the public and 


private broadcasting sector over investment in UK original production. 


DeIMEDIAS §3 MEDIA & BUSINESS SUMMIT 


BUSINESS Jocelyn took in the scene in sunny Santa Monica for E3, which is now 
SUMMI an invitation-only event for video game industry execs and the press. 
This repositioning keeps the focus squarely on business, and it yielded 
a highly productive event this year, without losing any of the palpable excitement 


that E3 is famous for. 


mipconr. MIPCOM Jr 
‘junior 


KidScreen is working with its partners at Reed Midem again to put 
together an “Improve Your Pitch" session that will kick off MIPCOM Jr. Designed 
to help improve your chances of getting a greenlight, this hands-on workshop pairs 
producers with experienced industry coaches, who will help you fine-tune your pitch 


materials and improve your delivery. 


KIDSCREEN SUMMIT 2008 


Plans for the next Kidscreen Summit are getting underway, and you'll want to watch 
this space for details about the exciting new features we're working on. This must- 
attend kids biz event takes place at the Hilton New York from February 12 to 14, 


2008, and don't forget to visit www.kidscreensummit.com 
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UPCOMING 
ADVERTISING 

& SPONSORSHIP 
OPPORTUNITIES 


SEPTEMBER 

> Features: Cartoon Forum sneak-peek, 
Care Bears property retrospective, 
“Working the Market” MIPCOM Jr. report, 
Brand Licensing report 

> Bonus Distribution at MIPCOM Jr, Cartoon 
Forum, LA RoadShow, Ottawa International 
Animation Festival, Brand Licensing 


OCTOBER 

> Features: Fall-TV report, MIPCOM report 
(including a feature on digital rights 
management), Cool New Shows, Meet the 
Seller profiles 

> Bonus Distribution at MIPCOM, 

Fall Toy Preview 


NOVEMBER/DECEMBER 
> Features: Taking the lorch—KidScreen 
IDs the industry's mavens-in-the-making 


KIDSCREEN SUMMIT 2008 
Highly targeted and effective event 
sponsorships & delegate book 
advertising available 


Contact Myles Hobbs for more 
information on marketing opportunities: 
mhobbs@brunico or call 416 408 2300 


=< Now! Wow! Wubbzy!, 
our preschool animated 
series which airs in the 

U.S. on Nickelodeon 
and Noggin received a 

great boost from our 

sponsorship of 
KidScreen Summit 2007 «= 


Susan Miller, Founding Partner, Bolder Media and Mixed Media Group 


Saipan een ahaa tes, nr a aed a 
EERE NERS CORPEETH AS ger reacine Seema” 


© On ANNUAL CONTACT MYLES TODAY 


\. ut TO SEE WHAT SPONSORSHIP 
A CAN DO FOR YOUR COMPANY 
ee AND YOUR BRANDS. 


S Mi ; T 416 408 2300 x492 
MHOBEBS@BRUNICO.COM 


The IPO cash infusion is 
earmarked to boost m4e’s 
current property portfolio 
that includes Rainbow/ 
Big Bocca’s Huntik 


\ 


ooking to build on four years of impressive growth since 
its 2003 launch, Munich, Germany-based entertain- 
ment and licensing company m4e made an IPO on the 
Frankfurt Stock Exchange on July 19. And according to CEO 
Hans Ulrich Stoef, the bulk of the US$7.2 million raised in 
the first round is earmarked for kids entertainment acquisi- 
tions and co-productions. 
While m4e, which marked a profit of US$2.1 million in 
2006, divides its efforts between entertainment (including 


— 
“Streaming video? Back when I was a kid, the only 
place we could get cartoons was at the movies, 
broadcast TV, cable, the internet, handheld video 
players, VHS tapes, and DVDs.” 


Kids are now spoiled for choice: DaimlerChrysler and Sirius have teamed up to 
outfit the automaker's new minivan with streaming TV toons (page 24). 
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m4e 
GOES PUBLIC 
TO FUEL 


EXPANSION 


by lana castleman 


content distribution and third-party licensing and merchan- 
dising), sports and brand licensing, Stoef’s plan calls for an 
aggressive expansion on the kids property front. He's aiming 
to invest in one co-production and make two acquisitions via 
presales before the year's out to bolster a portfolio that includes 
German-speaking territory rights to Nerd Corps’ Storm Hawks 
and upcoming boys actioner Huntik from Rainbow/Big Bocca, as 
well as third-party agency work for Marvel and Nelvana. 

For 2008, m4e intends to get involved in a minimum of two 
co-productions and snap up rights to two or three new kids 
properties. As for what's on the shopping list, Stoef is look- 
ing for more boys action fare and also for an adventure-driven 
girls property. The company will chip in as much as 40% ona 
co-pro, and Stoef stresses 100% financing is not part of m4e's 
current or future business model. “Not many companies have 
complete international distribution,” he says. “We like to rely 
on our co-pro partners’ strengths in their own markets.” 

That said, m4e is looking to get involved during the devel- 
opment stage of the properties in which it invests. “We try to 
help our partners make [the series] merchandisable in all mar- 
kets,” says Stoef. 

Broadening the company’s territory coverage is also part of 
the grand scheme. Stoef says m4e is planning to make inroads 
into the European licensing market beyond Germany, focusing 
in particular on Italy, Spain, France and the UK. To that end, he 
anticipates establishing m4e executives on the ground in France 
and the UK within the next 12 to 16 months. 

As for its existing properties, Stoef says m4e's next big 
pushes will involve establishing Storm Hawks and Huntik in 
the German market. Both series have landed spots on RTL 2, 
and licensing and merchandising efforts should start picking up 
steam in spring 2008. &8 


up front 


France 3 to harvest multi-platform properties 


by lana castleman 


long with relaunching the website 
for its flagship kids brand Toowam 
in mid-July, France 3 has begun 
fine-tuning its programming strategy to 
embrace the global media, cross-platform 
future. Moving forward, the net will be 
spending more of its annual US$23.2-mil- 


more than five million plays and 250,000 
subscribers. Obviously, Borde is looking to 
migrate some of those fans to the channel 
to watch the show, and to the website to 
play a Wakfu game that's in the works. 
Interestingly, Borde says what attracted 
him to the original game was 


lion animation commissioning budget on that it was less commercial 
properties designed to work on both TV — and more artistic than oth- 
and new media outlets. 


ers he'd been checking 
The revamped Toowam.fr portal fea- out, and he plans to keep 
tures web 2.0 bells and whistles such as mining the territory. His 
gaming, social networking and streaming goal is to put two MMOG- 
video, but France 3 director of children's inspired series into pro- 
programming Julien Borde says the big duction every two years. 
change is that the site is now being co- Of course, like every 
managed by the channel's digital division other broadcaster that has 
and programming department. In short, braved the new media realm, 
its content will be as carefully scheduled France 3 is looking to acquire more 
as the broadcast lineup, and the site will rights to support its cross-platform 
serve to preview new TV series, launch ambitions. VOD rights are a top pri- 
original content and play into on-air pro- _ ority for Borde right now because he 
gramming stunts. expects kids will take full advantage of 
France 3's first multi-platform com- the site’s new video capabilities to catch 
mission is Wakfu, a 52 x 22-minute series up on shows they missed on-air, and 
developed from a French MMOG called he's negotiating on a case-by-case basis 


MMOG-inspired Wakfu is in production, and F3 plans 
Dorfus. The web game has so far attracted for the time being. & é ' i 


to tap the online territory for two series every two years 


Obesity task force waits out food companies’ promises 
Postponed to incorporate new practices that members of the Children’s Food and Beverage Advertising Initiative unveiled last 
month, the FCC’s report on media and childhood obesity will now be released in September. The CFBAI is a voluntary, self-regulatory program 
implemented by 10 major food companies to overhaul how they market to kids. 


New York state cracks down on violent vidgames 

Proposed state legislation in New York is calling for a ban of violent video games sales to anyone under 17, which could go into effect this 
summer. The restriction would ban selling or renting to kids any games that depict depraved violence or indecent images deemed harmful to 
minors. The legislation also calls for an advisory council on interactive media and youth violence to review the Entertainment Software Rating 
Board's rating system. 


Malaysia next up to ban food ads on kids TV 

The Malaysian government is planning to ban fast-food commercials during kids TV programming. Fast-food restaurants will also be required to 
label the cholesterol, fat and sugar content of their products. The country’s health minister, Chua Soi Lek, said in a statement that the ban aims 
to reduce obesity-related health problems such as heart disease, diabetes and hypertension. Chua adds that it will be implemented slowly, 
with “reasonable time” given for companies to honor existing advertising contracts. 
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up front 


by jocelyn christie 


nyone whos spent time with Snow 

River Media founder and Digital Out- 

look Studios exec producer Angus 
Fletcher knows the man has a keen instinct 
for creating dramatic wonder, and it certainly 
shines in his work. A long-time producer of 
The Muppets during his tenure at The Jim Hen- 
son Company, Fletcher has more recently 
given birth to Five Minutes More, a co-pro with 
Australia’s Buster Dandy Productions that is 
one of ABC Kids’ strongest preschool per- 
formers. But he channels his love of the theat- 
rical into more than just hit shows, and some 
may argue that his hobby has more big-bang 
potential than his day job. 

A fully licensed and in-demand pyrotech- 
nician, Fletcher is addicted to the thrill of 
putting on fireworks displays, and has been 
practicing his craft for the last 20 years. Fire- 
works have always been a big deal for Fletcher, 
whose birthday at the end of October tends 
to coincide with England's Guy Fawkes cel- 
ebrations, which yield some of the biggest and best displays in 
the world. He even considered pyrotechnics as a career—and 


> Now Playing 


Stuart Pollock president, Segal Licensing 


Hey There Delilah ¢iainwniters) 
Holiday in Spain (Counting Crows) 
Rockstar (nickelback) 


3:27 
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then 45 seconds later, realized that “the 
world is full of people who love blowing 
things up," making for limited employ- 
ment opportunities. 

Although he used to travel far and 
wide across Europe on commissions, 
these days Fletcher orchestrates four 
or five shows a year in and around the 
UK, most often hooking up with char- 
ity events and doing favors for friends of 
friends. His shows are very elaborate and 
usually involve fire, smoke, water features 
and music. The expensive ones can cost 
as much as US$25,000 to put on and may 
take two to three days to plan out. "Fire- 
works on their own are a busman’s holi- 
day (Editor's translation: Been there, done 
that)," says Fletcher. “For me, it's more 
about putting on theater with explosives." 

His favorite show of all time was a 
millennium display he did at Alnwick 
Castle in Northumberland, where War- 
ner Bros. shoots all the Hogwarts School scenes for its Harry Potter 
movies. The high-profile event attracted a crowd of about 15,000 
and was filmed by the BBC. And his strangest gig? A funeral for a 
very well-known British actor, who loved fireworks and wanted his 
ashes scattered that way. Imagine trying to guesstimate how much 
ash to load into a shell to ensure it gets airborne enough to not rain 
down ona crowd of mourners. Kind of like that golden idol scene in 
Indiana Jones and the Raiders of the Lost Ark, but with a dark twist. 

Fletcher likens the behind-the-scenes staging area of a fireworks 
show to a military battle. “It's the nearest you'll get to a war experi- 
ence, short of joining the army,” he says. “It's loud, smoky, you can't 
see, and people are yelling to each other on walkie-talkies. It's an 
intense experience.” 

Although he uses showy fireworks like fountains (also called 
gerbs), waterfalls and shells (the ones that fill the sky with cascad- 
ing balls of light) often, Fletcher's big crowd-pleasers are a lot more 
subtle. When the site permits it, he likes to position strobing flares 
between trees because it looks very ethereal. And another favorite 
trick is to dot a hillside with tin cans full of petrol. “When you light 
them, it looks like the entire hillside is covered in fairy lights, like 
something out of medieval times.” 

So far, Fletcher's hobby hasn't crossed over into his career as a 
producer of kids programming, but if an opportunity ever presented 
itself, I'm sure he'd be ready to hit the trenches. § 


Wish Films 
settles in with 
Brit author Mick 
Inkpen to take 
Wibbly Pig from 
page to screen 
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Wish Films makes TV dream come true 

for picturebook scribe Mick Inkpen’s prize pig 

Since breaking out of the Entertainment Rights machine and 
re-establishing their indie status under the Wish Films moniker 
18 months ago, UK producers Will Brenton and Jain Lauchlan 
have been busily lining their pipeline with preschool projects. 
And with a CBBC commission secured, it looks like the first to 
get off the ground will be Wibbly Pig, a charming 2-D animated 
show for the two to four set based on a picture book series 
penned by UK children’s author Mick Inkpen. 

The pig-starring literary franchise boasts 10 titles from publisher 
Hodder Children’s Books and has moved roughly two million cop- 
ies in its home territory. This isn’t the first time Inkpen’s work has 
been optioned for screen adaptation. In fact, HIT Entertainment 
continues to benefit from its decision to send Kipper into produc- 
tion in the late ‘90s. Given the scribe's notoriety in Brit entertain- 
ment circles, Brenton was quite surprised to find that the rights to 
Wibbly hadn't been snapped up. “We had a couple of good-chance 
meetings, and were lucky with our timing,” he says. 

Wish plans to stick quite closely to the style and narra- 
tive nature of the books, which trigger a lot of interaction by 
virtue of the fact that Wibbly poses questions directly to his 
pint-sized readers. Series episodes will feature an off-camera 
child's voice talking to Wibbly, who will answer facing the 
camera head-on so kids at home feel he's chatting with them. 
Although Inkpen tackled some of the scripts for Kipper him- 
self, Brenton and Lauchlan will manage that part of Wibbly's 
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s developing in}kids production 


hy jocelyn christie 


development, once they've agreed on a general approach 
with the author. 

In terms of format, Wish is working on a 9.5-minute episode 
length for the Beeb, as well as shooting 30-second interstitials 
designed to bulk the core stories up to the 10-minute inter- 
national standard. The Borehamwood, England-based studio's 
plan is to churn out 52 of these ep-plus-short packages by 
spring 2009 for between US$5.5 million and US$6 million. 

Stories will be split into three camps, the bulk of which 
will infuse domestic routines that every preschooler can relate 
to, such as getting dressed or having a bath, with plenty of 
clowning-around humor (i.e. Wibbly becomes tangled up in 
his clothes, or loses his bath toys in the suds). The lineup will 
be rounded out with between 10 and 13 eps that focus on 
Wibbly's dreams and imagined adventures, and 10 that center 
around his porcine friends. 

To make sure the project stays on track creatively through 
development and production, Wish is hoping to bring on 
just one co-pro partner and then shore up the financing 
with presales. Brenton says his team is talking to companies 
in Canada, Spain, Hong Kong, Malaysia and Wales to find 
this essential partner, which he expects will shoulder the 
animation work. “We see ourselves as a boutique production 
company,” says Brenton, “so one of the challenges we've got 
is to raise financing without giving everything away. We 
don't want to become a service provider for everybody else's 
long-term potential gain." 8 
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the surface of things, non-fic- 
tion and children’s program- 
i ming don't seem to have 
that much in common. But from a business 
point of view, there are a lot of synergies 
involved in serving these two disparate 
markets, and Parthenon Entertainment is 
gearing up to do just that. The five-year-old 
producer and distributor, best known for its 
documentary work, is officially launching a 
new children’s division at MIPCOM Jr. on 
he backs of three proprietary series in vari- 
ous stages of development. But the broader 
plan is to bolster the Parthenon Kids port- 
olio by investing in third-party projects in 
need of a financing top-up. 

“We're trying to be a distributor/financier 
hat offers that bespoke service, but with 
lots of TLC," says Parthenon Entertainment 
MD Carl Hall, whose formative years in the 
entertainment biz were spent at HIT, where 
he managed production under Peter Orton. 
“People want to know that their projects 
are going to be looked after, that they're 
not just going to be left on the shelf with 
everything else. We aren't big enough yet 
to leave anything on a shelf.” 

Parthenon Kids is prepared to kick in that 
crucial last 20% on its production invest- 
ments, in a sense replacing the increasingly 
rare UK presale. The unit will provide its 
distribution services in return, and partners 
who want to can also avail themselves of 
he company's merchandise expertise. As 
exclusive distributor of the S4C Interna- 
ional library, Parthenon is working with lan 
Downes’ agency Start Licensing to manage 
he consumer products program for Hana’s 
Helpline, a 26 x 10-minute stop-motion 
series for preschoolers produced by Calon 
or S4C, Five and ZDF. Licensees on-board 
so far include Golden Bear (toys), Random 
House Children’s Books, 2Entertain (home 
entertainment) and, most recently, Redan 
Publishing (comic magazines). 

Hall and his team—which is rounded out 
by ITEL alum Peter Pas as commercial director, 
former Tell-Tale Productions exec Karina Stan- 
ford-Smith as head of children’s production 
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and Anna-Lisa Jenaar as head of children’s pro- 
gramming at S4C International—are currently 
scoping the international market for projects 
with broad appeal that can live in between TV 
seasons on the web so as to maintain their 
connection with the audience. “I think we're 


they compete each week for the “Ride Star” 
title. To make the program richer, the produc- 
tion team is also weaving in factual intersti- 
tials on subjects like the history of riding and 
how horses are used around the world. The 
10 x 30-minute show is in production and 


looking for one or two big locomotives, and 
then on the back of that, we'll need some vol- 
ume to fill out some of the smaller broadcast- 
ers’ requirements,” says Hall. 

In terms of its own stuff, Parthenon Kids 
is farthest along on Ed and Eppa in the Wild, 
a mixed-media series for four- to seven-year- 
olds that combines animation, HD wildlife 
footage mined from Parthenon’s rich natural 
history library, and a pair of animated alien 
hosts. The 52 x seven-minute show is half- 
way through production, and the PK team is 
looking for presales. 

S4C has commissioned season one of 
Ridestar, a live-action reality series for girls 
seven to 10 that Hall describes as an X-Factor 
for the horseback riding set. A group of nov- 
ice riders learn about equestrian disciplines 
including showjumping and the three-day 
event from professional instructors, and then 


Ed and Eppa in the Wild 
makes the most of Parthenon's 
wildlife footage library 


will be delivered in Welsh to S4C by Janu- 
ary 2008, and then Parthenon Kids plans to 
rebuild the elements into an international for- 
mat and look for production partners abroad 
to sell it to broadcasters in their regions. 

Branching out from its live-action com- 
fort zone, the division is also developing an 
all-animated project called Kat and CAT. to 
pitch at Cartoon Forum next month. The 52 
x seven-minute 2-D toon is about a handy 
young girl who makes her own toys out of 
whatever's lying around. Her best invention 
by far is a mechanical cat that opens up a 
portal to another world. Nickelodeon UK is 
sponsoring the Forum pitch, and Hall would 
like to bring on a French co-pro partner to get 
the show off the ground. 

Besides creating opportunities for intro- 
ducing Parthenon's doc footage to a new 
audience a la Ridestar and Ed and Eppa, 


Program Broadcaster Style/Format Demo Producer/Distributor 
Angus & Cheryl Nickelodeon International CGI/104 x 1.5 minutes kids & family BRB Internacional, Screen 21, Televisio 
(Belgium, France, Holland, Italy, de Catalunya, Tuba Entertainment/BRB 
Latin America, Luxembourg, Portugal, 
Scandinavia, Spain & Son 
Radio-Canada 
Animalia CBC (Canada) CGI/20 x 26 minutes six to nine PorchLight Entertainment 
Best Ed ABC Kids (Australia) 2-D/52 x 11 minutes eight to 12 9 Story Entertainment 
Carl2 (season 4) Teletoon (Canada) 2-D/13 x half hours tweens Portfolio Entertainment 
Franny's Feet Disney Channel Germany 2-D/78 x 11 minutes preschool Decode Entertainment 
Cartoon Network Korea 
Cartoon Network Taiwan (renewal) 
MBC3 (Middle East, renewal) 
Franny’s Feet (season 2) TVP1 (Poland) 2-D/39 x 11 minutes 
Galactik Football (season 2) Jetix Europe 2-D/26 x half hours eight to 12 Alphanim 
Grossology Jetix (UK)/BVI (Latin America) 2-D/26 x half hours six to 11 Nelvana 
Nick (Germany, Holland & Benelux) 
Mediaset (Italy) 
Luk Entertainment (Spain & Portugal) 
RTE (Ireland) 
ABC Kids (Australia) 
TV3 (New Zealand) 
Mediacorp TV12 (Singapore) 
Mnet (South Africa) 
The Latest Buzz (season 1) VOOM HD Networks (US) LA/13 x 22 minutes tweens Decode Entertainment 
Naturally Sadie (season 3) LA/13 x 22 minutes eight to 12 
Urban Vermin CGI/26 x 22 minutes six to 12 
Naughty Naughty Pets NHK (Japan) mixed-media/26 x three minutes preschool Decode Entertainment 
Planet Groove Featuring the Star Girls — Nicktoons Network (US) 2-D/13 x two minutes six to 12 Copernicus Studios/Big Tent Entertainment 
Pretty Cure (seasons 1 & 2) Jetix Spain 2-D/98 x half hours girls six to 11 Toei Animation/Elastic Rights 
Cuatro (Spain) 
Clan TVE (Spain) 
Shaun the Sheep Disney Channel (US) stop-motion/40 x seven minutes five to 10 Aardman Animations 
Toot & Puddle Noggin (US) 2-D/52 x 11 minutes preschool National Geographic Kids Entertainment, 
Mercury Filmworks 
Z-Squad Cartoon Network Korea CGI/26 x 22 minutes girls six to 11 Enemes 


CHAMP (Korea) 


Hall feels kids entertainment is a natu- 
ral extension for the non-fiction specialist 
because of the two genres’ intrinsic simi- 
larities. “They're both non-political genres 
in which quality counts, they have simi- 
lar funding models and sell everywhere 
because all the major broadcasters 
around the world have dedicated slots 
for them.” He adds that in some smaller 
international territories, buying duties for 
docs and kids are handled by the same 
person, and Parthenon already has rela- 
tionships with these execs by virtue of its 
doc business. 

As it gets busier on the kids side over 
the next year, Hall anticipates hiring a sales- 
person to broker deals in some of the 
major international regions, and he may 
eventually look at setting up a licensing 
exec in-house. 


Look for Kat and CA.T. at 
Cartoon Forum next month 
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First. Be the first to see the new 
products and trends for 2008 at 
Fall Toy Preview. 


Focused. Meet one-on-one with 200+ 
leading innovators of toys and youth 
entertainment. By appointment only. 


Be there. 
www.toy-tia.org or 
callus at 212-675-1141 


October 9-12,2007 
Dallas Market Center 


Toy Industry Association, Inc. 
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licensing 


iven how long the retail 


New service hub 


TTB Marketplace 


industry has been in risk- 
averse mode now, it's sur- 
prising that someone in the North 
American licensing industry hasn't 


is aiming to widen 


licensors’ retail 


yet written “Ode to Shrinking 
Shelf Space” or “I Got the Big Box 
Blues." Securing bricks-and-mortar 
retail distribution is definitely still 
oi the number-one hurdle for licen- 
reach online sors and licensees of all shapes and 
sizes. But online upstart Ty's Toy 
Box is trying its best to improve the optics of its electronic alter- 
native with a new e-tail hub called TTB Marketplace. Through a 
hook-up with drop-ship software service CommerceHub, TTBM 
offers Ty's licensor partners a wider retail reach and better product 
development capabilities. 

Ty's assortment of licensed goods has grown dramatically in the 
two years since it rolled out with six dedicated storefronts. Now 
featuring products related to roughly 80 licenses, the e-tailer is fast 
becoming a go-to source for kids and parents looking for SKUs 
based on properties that might not crack the six or so spots big-box 
retailers have open in any given season. 

But membership in CommerceHub could kick things up a few 
notches by unlocking new distribution opportunities with the ser- 
vice’s 30 member retailers (which include Sears, Kohl's and Costco) 
and connecting Ty's partners with the 3,000-plus manufacturers in 
the network. Essentially, the drop-ship service lets its retail members 
feature any of the products manufactured by registered suppliers 
without having to take physical custody of the goods or pay for the 
inventory up front. Orders placed online are transmitted directly to 


ITO HIGH GEAR 


by lana castleman 


the suppliers’ warehouses, and the goods are then shipped straight 
to the consumers. The system, says CommerceHub COO Michael 
Nelsen, eliminates inventory risk for the retailer. His company 
charges roughly US$1 per transaction, which is paid by either the 
retailer or supplier, depending on how they want to arrange the deal 
to cover the cost. 

“By putting enough connections together, we can present these 
brands the way they should be—by brand, not by product category," 
says Ty's Toy Box CEO Ty Simpson. In practice, what that means is 
Ty’ will be pitching its all-in-one licensed boutique concept to other 
e-tailers, setting up shops featuring every conceivable Wiggles prod- 
uct on kohls.com, for example. Again, it's a win-win for the retailers, 
they'll be able to offer more products, take zero risk financially, and 
get a read on whether or not a license might work at their bricks- 
and-mortar locations. 

As for Ty's retail operations, membership in CommerceHub lets 
the company offer even more product SKUs and bolster categories 
that have traditionally been under-stocked, such as DVDs. More 
importantly, the money Ty's saves on investing in inventory will be 
plowed into developing product and retail programs for lesser-known 
licenses, much as it did with Cookie Jar's The Doodlebops in 2006. 
VP of business development George Stolpe says Ty's plans to delve 
further into producing first-run soft goods (i.e. t-shirts and accesso- 
ries) for IPs with fanbases clamoring for product that isn't yet avail- 
able. And right now, the sky’s the limit for the e-tailer. “If you have a 
property with consumer demand,” says Simpson, “bring it to us.” 

TTB Marketplace is also open to lending out its expertise in build- 
ing licensed online boutiques—including website design, marketing, 
gathering consumer data and order fulfillment—to licensors wanting 
to chart their own e-tailing strategy. Stolpe says the fee structure will 
vary according to services rendered. § 
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United Media courts girls with 
Raggedy Ann and Fancy Nancy 


hy emily claire afan 


oming out of Licensing Show last 

month, United Media has its sights 

set on making inroads into the girls 
market with two new programs. 

To start with, 92-year-old Raggedy 
Ann is getting something of a makeover. 
While the company will continue sup- 
porting and building its program based 
around the classic-look ragdoll, Raggedy 
Ann & Me is a new interpretation of 
the property that's aiming to appeal to 
the three- to six-year-old daughters and 
granddaughters of Ann's original fans. 


A contemporary style guide serves as 
the backbone of the revamp and features 
a pigtailed Raggedy Ann with a younger 
look and softer features, emphasizing the 
values of imagination, love and friend- 
ship. Simon & Schuster has already signed 
on to produce Raggedy Ann & Me books, 
while Russ Berrie & Co. has taken on the 
master soft doll license. Both companies 
will have goods at US specialty retail in 
time for back-to-school and are plan- 
ning a mass rollout in 2008. Meanwhile, 
United Media SVP of domestic licensing 


HarperCollins’ customized 
books put kids in the picture 


arperCollins Children’s Books UK and partner Penwizard are putting a new 
twist on customized books. Moving beyond current offerings that allow par- 
ents to place their kids’ names in the stories’ narratives, the partners’ newest 
book range lets consumers place illustrated images of their children right alongside 


their favorite characters. 


Chorion’s Noddy is the first property getting the treatment, and these titles will be sold 
exclusively online at www.mynoddybook.co.uk when it goes live in September. Powered 
by UK-based Penwizard's digital customization technology, the site offers a “changing room. 
Once there, consumers can create digital illustrations of their children, choosing everything 
from hair and eye color to apparel. The user then places the child’s image in one of three 
Noddy stories and pays a fee of US$20 to order a copy. Two weeks later, the colorful 24- 
page, large-format paperback will arrive on the buyer's doorstep. 

HarperCollins Children’s Books properties editor Jenny Jacoby, who's heading up 
the project, says the company is focusing its efforts on getting Noddy off the ground, 
but adds there's definite interest in taking on other licenses. She hints the new tech 
has been “creating a buzz" amongst larger kids brands and that HarperCollins’ first stop 
would be its own pool of preschool brands, as well as considering properties targeting 


older kids up to teen. 


Penwizard, a digital printing customization company, started up three years ago with a 
focus on personalized kids books. MD Richard Adey says the format can easily be versioned 
into other languages, so he plans to sell the books into Europe this year and is in discus- 


sions to bring the concept to the US. 


While Penwizard explores other retail scenarios, including setting up online ordering in 
toy stores, HarperCollins is sticking to selling the Noddy books via the dedicated website 


for the time being. ECA 
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Raggedy Ann gets 
a softer look to 
appeal to next-gen 
preschool girls 


Joshua Kislevitz is still on the hunt for 
toys and games, puzzles, accessories, sta- 
tionery, novelty and apparel licensees. 

Joining Raggedy Ann on United Media's 
girls property roster is Fancy Nancy, a 
charming book series from HarperCollins 
that has two titles at market, both of 
which have landed on the New York 
Times bestseller list. Fancy Nancy is about 
a young girl who makes everything around 
her fancy, and author Jane O'Connor is 
working towards launching 15 more titles 
over the next few years. 

Kislevitz says he's looking to bring 
Fancy Nancy to the US specialty market, 
and products will represent the property's 
philosophy of “more is better.” Girly, 
colorful merch ranges will include lots 
of pink and sparkles, and encourage little 
girls from three to eight to express them- 
selves. It's pegged to launch in time for 
the holiday season, with rollout to mass 
retailers at the beginning of 2008. 

Thus far, United Media has inked a 
deal with Andrews McMeel Publishing for 
2008 and 2009 wall calendars, as well as 
one with Vancouver, Washington-based 
specialty drink mix company McSteven's, 
which is creating a hot cocoa line for Q4. 
Kislevitz is hoping to land apparel and 
accessories licensees and promotional 
partners in the next few months to round 
out the first wave of product. §& 
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Rubie’s going to the dogs with 
Its souped-up pet costume line 


he pet costume category has grown 
quite a bit since Rubie’s Costume 
Company entered the playing field 
four years ago. The American Pet Products 
Manufacturers Association estimates 
that Americans will spend US$40.8 
million on their pets this year, and that 
includes accessories. So what began at 
Rubie’s as a lower-priced, plain Halloween 
cape for dogs is expanding into an entire 
line of upgraded licensed pet costumes. 
Nick properties will be among the first 
to get the treatment, as per a two-year 
deal Nick & Viacom Consumer Products 
just signed with Rubie’s. Family hounds 
across the US will be able to morph 
into SpongeBob SquarePants, Dora the 
Explorer, Blue and Pablo and Tyrone 


Property 
Corduroy 


Disney Princess 


Edgar & Ellen 


Ed, Edd 'n Eddy 


Foster's Home for 
Imaginary Friends 


George of the Jungle 


Mr. Men and Little Miss 
The Pirates Who Don't 


Do Anything: A VeggieTales 
Movie 


Underdog 


The Wiggles 


Granted by 


Creative Properties 


Disney Interactive Studios 


Simon & Schuster 


Cartoon Network 


Cartoon Network Enterprises 


Classic Media 


Chorion 


Big Idea 


Classic Media 


Big Tent Entertainment 


Granted to 


Russ Berrie & Co. 


Papaya Studio 
1* Playable Productions 


Star Farm Productions 


D3Publisher of America 


Franco Manufacturing 


Crave Entertainment 
ignition Entertainment 


Fisher-Price 


Blue Box 

Manhattan Toy 

Pint Sized Productions 
Talicor 

Crossroads Apparel 
Thomas Nelson 


Eidos Interactive 


Jakks Pacific 


Rubie’s is looking for 


its dog costume range 


from The Backyardigans this Halloween, and next year, the plan 
is to move the line into dog sweaters, bandanas, leashes and 
head pieces. Sizes for this fall's specialty retail offering range 
from extra small to extra large, and the costumes will retail 
from US$9.98 to US$19.99. 


Because the biggest market for Halloween goods is still 


North America, Rubie’s EVP Howard Beige says there are 


no plans at present to sell the line into 
other territories. But he adds that there 
are definite expansion plans on the 
horizon for the market's quickly grow- 
ing pet industry, and Rubies is looking 
to apply more family-friendly licenses. 

In the meantime, the company is 
taking a crack at expanding its Star 


more family-friendly 
licenses to widen 


to tap into the fast- 
growing pet 
product market 


Wars license to include Jedi and Queen Amidala pooch getups 
that will hit retail in 2008. A safari/explorer costume is also in the 
works to complement next year’s Indiana Jones movie. ECA 


Licenses recently granted 


Product category Demo Release date 
plush kids September 2007 
PS2, Wii, PC games girls fall 2007 
Nintendo DS game 

publishing kids spring 2008 
video game kids fall 2007 


bedding and bath accessories juniors/tweens October 2007 


video games (US) kids winter 2007 
video games (international) 

master toy (UK) kids fall 2008 
toys kids October 2007 
finger puppets 

plush 

puzzles 

t-shirts 

publishing 

video games preschool Q1 2008 
master toy kids fall 2008 
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europe 2007 


2-3 October 2007 The Grand Hall Olympia London 


lucrative 
licensing 
partnerships 
begin 


With over 2000 properties and exciting new additions to 
the 180-strong exhibitor line up, Brand Licensing Europe 
is your only opportunity to compare and contrast 

the biggest range of licenses on display anywhere 
in Europe and meet the rights holders who deliver 
entertainment to the big and the small screen. 


What’s more, you can benefit from the free-to-attend 
Licensing Academy and gain insight from expert 
speakers on a range of subjects including spotting trends 
in internet launched brands and brand building through 
brand licensing. 


Register for free entry online at 
www.brandlicensingeurope.com 
or call +44 (0) 800 107 1032 
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emember the current of 
ee that used to 

run through the house 
on the day the Sears catalogue 
arrived in the mail? How whole 
families used to spend hours 
poring over its glossy pages, 
with kids dog-earing the toy sec- 
tion to death in hopes of giving 
Santa some mail-order guidance 
for the holiday season? 

Well, times have changed 
pretty drastically for this retail- 
ing medium in recent years. Today's catalogues have surrendered 
much of the at-home shopping spotlight to online storefronts, which 
have the advantage of infinite space for product imagery (including 
video) and description. Major toy retailers such as Toy ‘R’ Us, Target 
and Wal-Mart host their own online sales services and compete 
with exclusive online merchandise portals Amazon.com, eToys.com 
and even eBay. 

And the holiday quarter, the bread-and-butter season for cata- 
logues, has also been transformed by e-tailing. According to a report 
from comScore Networks, online spending increased by about 26% 
in holiday 2006, with users going up by 17% and dollars spent 
growing by 7% per buyer. 


Anticipation and 
the authority of 
hard copy keep 

catalogues relevant 


in the digital age 
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by kate calder 


Athough the electronic age has dwarfed their market share and 
threatened them into antiquity, catalogues are quietly carving out a 
supporting role in toy marketing. Amidst the glut of online listings and 
e-commerce hubs, the authority of the printed page and an old-fash- 
ioned sense of anticipation still give catalogues a fair bit of street cred 
with manufacturers. 

“We still see value in catalogues because they glamorize our prod- 
uct a little bit to the consumer,” says Chris Beardall, VP of marketing at 
Toronto, Canada-based Spin Master. And even though his company 
will see 10 times more sales volume from the online market, he esti- 
mates that catalogue sales make up about 1% to 2% of overall retail 
toy business, and maintains that they're a growing part of the mix. 

One of the biggest players in the catalogue biz is TRU's Big 
Toy Book. Now in its 14th year of printing, the annual circulates in 
papers across the country at the end of October, containing more 
than 70 pages of toys and offering exclusive Toys ‘R’ Us deals for 
the month of November. Because of its timing, toy focus and more 
casual saddle-stitched format, Big Toy Book is hotly anticipated as a 
seasonal call to action to visit a Toys ‘R’ Us location. In fact, a quick 
online search of several consumer forums revealed that a consider- 
able amount of chatter bubbled up around the countdown to the 
catalogue’s release last fall. 

Target also competes in this catalogue/flyer race for holiday toy 
traffic, and industry scuttlebutt has it that Wal-Mart is getting into the 
game with a book of its own due out this fall. 
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retail 


Colorado-based online toy retailer eToys Direct relies 


BOA solely on internet purchasing, but also considers its hard- 


on select items valid through November 23, 2006. { \ —_ 

Bill Me Later” . ~~ se 
Buy Online, Enjoy No Payments for 90 Days. - \ ow 

Offer volid through December 31, 2006. ‘ 


Subject to credit opproval. See page 62b for details, 


copy catalogue vital to its growth and success. Without an 
actual bricks-and-mortar outlet, eToys’ 124-page, 1,200- 
item catalogue is essentially a pseudo retail store that 
gives the business a physical market presence and drives 
customers online. It's such a crucial part of the business 
that VP of marketing Gary Lindsey credits increasing the 
catalogue’s circulation by 75% with the 95% sales growth 
the company has experienced over the last two years. 

In addition to selling its own line of toys, the company 
transparently operates and fulfills orders for KBtoys.com, 
Macys.com and Sears.com. It also has a hand in producing 
the Sears Wishbook print catalogue for Sears credit card 
holders, giving it a varied perspective on the merits of both 
online and print marketing. 
The development of eToy’s own branded catalogue 
has been a carefully planned initiative. The company 
does extensive field testing, surveys and focus groups 
to gauge the success of its printed pages. “We measure 
how much the catalogue helps our current customers, 
and how much more volume we get off customers when 
they're prospected with catalogues versus just the online 
component,” says Lindsey. The company divides custom- 
ers into performance segments and withholds catalogues 
from sample groups to measure its success rate with 
each different customer base. 

It also measures how each toy performs on each page 


~ 
] 
emned \ of every book. “We do square-inch analysis to determine 


“~ whether we allocated enough space to each product, and 
to identify types of products that should get more space 
in the next year's catalogue,” says Lindsey. Incidentally, he 


E-tailer eToys Direct has upped its print catalogue circulation by 75% in the last 
few years, at the same time experiencing a 95% increase in sales 


“These types of catalogues are not just advertising like a regular flyer,” 
says Spin Master's Beardall. “They're replicating that old-school catalogue 
format, where kids sit down and leaf through a hundred pages of toys, 
circle all the ones they want, and then write lists for Santa’ 

FAO Schwarz has an undisputed legacy in the space. Its core cata- 
logue is one of the oldest in the US and has been in print since the 
1870s. CEO Ed Schmults says the business stream has expanded over 
time to encompass a series of catalogues that are mailed throughout 
the calendar year. But its marquee book is still the holiday edition, 
which is the company's biggest fiscal marketing spend. “The return 
from our catalogue is really high in terms of attracting customers, and 
maintaining the emotional connection existing customers have with 
our brand,” says Schmults. 

The FAO catalogues work hand-in-hand with the company’s online 
storefront, which Schmults says experiences a dramatic sales spike 
every time a new book mails out. The catalogues repeatedly refer- 
ence FAO's online sales service, which he says is more economical 
to maintain than a call center and tends to catch approximately 
80% of orders. 
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lists preschool toys, learning toys, dolls and boys toys like 
radio-controlled cars as products that benefit most from 
catalogue exposure. 

Like other toy retailers, eToys targets consumers in the months 
leading into the holiday season. Three different cover versions are 
dropped strategically in September, October and November, and the 
company tests different time periods each year to make sure it’s get- 
ting it just right. Lindsey explains it’s a delicate balance between cater- 
ing to a trend that sees consumers waiting longer each year to make 
their holiday purchases, and catching their eye before another retailer 
does. “After 9/11 there was so much leftover product and discount- 
ing everywhere, that retailers trained consumers to wait until the very 
end to get bargains,” says Lindsey. 

eToys also sends its fall catalogues out for testing with an online 
panel of 400 moms, who evaluate and judge different cover options 
o select the most appealing, attention-grabbing image. Each year, 
he company puts together a brand-new mom panel and sends out 
a battery of surveys and questionnaires. One of the things eToys is in- 
erested in is how families use their catalogues. “We hear from moms 
frequently that their kids will look at our catalogue for up to eight 
hours in a sitting,” says Lindsey. He adds that the circled items and 
bent pages then provide the foundation for mom's to-buy list. 8 


Dialing for dollars 


GPS cell service connects with tween shoppers 


the retail market gets more 
AS competitive, some marketers 
are starting to take advan- 


tage of on-the-go product search applica- 
tions that also happen to bring together 
two intrinsic tween/teen passions—shop- 
ping and cell phones. GPShopper's Slifter 
mobile application lets consumers search 
for a product by keyword and call up an 
product's image, description, price, promo- 
tional information and maps to local stores 
that have it in stock. The company also 
recently teamed up with Sprint to offer a 
GPS-enabled version of the software that 
can conduct a search without the user hav- 
ing to input a zip code, area code or address, 
and it guarantees its closest location results. 

Though GPShopper CEO Alex Muller 
says he isn't able to pinpoint the exact age 
of Slifter users, based on the items that are 
hunted down most often, he estimates the 
range to be somewhere between 15 and 35. 
"They aren't searching for sofas or Viking 
ranges,” he explains, adding that video 
games and skinny jeans rank up there as 
some of the more popular queries. 

In addition to the basic function of 
offering instant consumer research and 
retail directions, the social aspect of the 
proposition is not lost on GPShopper. 
Slifter's shopping list service doubles as 
a viral campaign of sorts because users 
can send items from their own stored 
lists to friends. As well, Muller says, “kids 
are suggesting to their parents what they 
want via Slifter.” The company has also 
put together co-marketing promos with 
various retailers and consumer brands, 
including signage prompting cell phone 
carriers to text in a code for coupons, 
which then touts new products on Slifter. 

The stripped-down application is free 
for download, and the Sprint GPS service 
costs just US$1.99 a month, so GPShop- 
pers business model rests on recruiting 
as many retailers and brands as possible 
and charging these companies on a pay- 
for-search basis. So far, the company’s 


database covers more than 85 million 
products available in 30,000 retail loca- 
tions. These include toy specialists Toys 
‘R’ Us and KB Toys, as well as chains 
that do a strong electronics business like 
RadioShack, Best Buy and Office Max. 
Muller was reluctant to divulge any cus- 
tomer statistics, but he would say that 
Slifter’s downloads number in the mid- 
hundreds of thousands. KC 


New mobile product search service yields pics, 
price and directions to the nearest stocked store 


Hot Topic loses goth vibe 
to widen its customer base 


ot Topic, once the go-to shop for all things metal and punk, is abandoning its dark 
lr gothic store design in a bid to appeal to a new teen base and regain its former glory 
as a cool alternative tween and teen apparel chain. In place of the industrial décor and fore- 
boding gates installed during the early ‘90s, and the underground club-ish tunnel entrance 
and black walls that followed later on in the decade, the company is making over its stores 
again. But this time, the end goal is an airier, vintage aesthetic reminiscent of a downtown 
indie record store in an old century building. 

Darrell Kinsley, the chain's VP of visual marketing and store design, says the catalyst 
behind the redesign was to create a shopping environment more in line with today’s eclec- 
tic youth music culture, while still staying edgy. “We're responding to the fact that teens have 
a variety of music on their iPods,” he explains. “We're finding there's no longer this kid who 
just likes punk rock or metal or gothic music” So the revamped, gritty-chic stores will sport a 
more neutral design palette that doesn't reflect just one genre of music, but a larger, more 
inclusive alternative scene. Kinsley says the redesign won't affect the chain's merchandise, 
which he says will continue to tie in with the 
latest trends in fashion and music. 

In keeping with the indie record store 
vibe, Kinsley says the new design incor- 
porates a more defined space for music. 
The stores will have a CD area with touch- 
screen listening stations, a large marquee 
announcing new releases and music 
events, a 42-inch flat screen TV in the front 
window that acts as a dynamic store sign 
drawing people in, and more merchandise 
in the front of the shop. 

Roughly 40 of Hot Topic's 700-odd loca- 
tions have already been transformed, and 
the retailer plans to change over 60 to 80 
more stores by the end of the year. KC 


Hot Topic's redesign creates a 
downtown indie record shop feel 
for the anything-goes iPod crowd 
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marketing: 


seems like every fam- 

ily with 2.5 kids has 

a minivan these days, 

and one car company looking 

to cater to this sub-market and 

get a leg up on the competition 

is Chrysler. The automaker has 

partnered with Sirius Satellite 

Radio to outfit its minivans with 

Sirius Backseat TV monitors that 

will begin broadcasting the top 

100 kids TV shows from Nickelodeon, Cartoon Network and Dis- 
ney Channel this month. 

“The people sitting in the backseat are almost always between 
the ages of two and 17,” says Mike Kane, director of feature innova- 
tions and advance technology at DaimlerChrysler. “And we wanted 
to provide something for that market because we think it's a real 
selling proposition for families on the go.” 

Equipped with in-vehicle satellite video receivers and two small 
roof-mounted antennas, Chryslers 2008 Town & Country and 
Dodge Caravan minivans will be the first models to offer the ser- 
vice when they roll into dealerships in August and September. And 
Kane explains that the two backseat screens are built to air separate 
programming feeds, so parents in the front will still be able to tune 
into their own favorite stations on Sirius Satellite Radio. 
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For its part, Nickelodeon will be aggregating content from 
top platforms including Nick, Nick Jr. and Nicktoons in a 24/7 
programming feed specially created for an in-transit audience. 
“We hope to learn more about how our content gets consumed 
in this particular medium, and depending on what we see from 
that, we'll work to create the best experience possible,” says 
Alden Mitchell, VP of content distribution and marketing at 
MTV Networks. 

Nick's participation in Backseat TV dovetails nicely with Chrys- 
ler's first-ever advertising deal with the broadcaster. It also serves 
Nick's pre-upfront vow to bring in more advertising this year for 
adult products that stand to benefit from the increasing influence 
kids have over family life and related purchase decisions. 

This summer, a caravan of Chrysler Town & Country minivans 
is riding along with the Slime Across America tour, letting fami- 
lies demo the satellite cartoon feed at each of the tour's 20 stops. 
And beginning in October, custom ads featuring Jimmy Neutron 
checking out the new minivan features will run on TV platforms 
including Nickelodeon and Nick at Nite, websites GoCityKids. 
com, NickJr.com, Noggin.com and Shockwave.com, and in 
Nick's family of magazines. Leaving no stone unturned, the deal 
calls for a Town & Country minivan specialist to be on-site at the 
Nickelodeon Family Suites by Holiday Inn in Orlando, Florida 
from November to January 2008, and Chrysler's spots will also 
air on the hotel's in-house TV network. 8 


Storm Hawks settles into Car- 

toon Network's summer sched- 

ule, its creators at Nerd Corps 
have tapped a little viral marketing expertise 
to reach kid web mavens and generate buzz 
for the show online. Enter Fairfax, California's 
Guerilla PR, a seven-year-old company that spe- 
cializes in creating social movements around its 
clients’ brands. 

The marketing plan it's cooked up for Storm 
Hawks aims to build awareness for the show 
in general, but also promotes a Storm Hawks 
Squadron Flash-animated game that’s online 
now, an MMOG bowing later in the summer, 
and eventually, licensed merch and a DVD. And 
it all hinges on targeting key kid influencers with 
gear that facilitates fan participation. 

‘We're giving them the tools they're already 
using to make their own fan art,” says Nerd 
Corps president Ken Faier, referring to a battery 
of easy-to-access avatars, wallpapers, screen- 
savers, trailers, videos and banners up for grabs 
on a back-end extranet page. Guerilla PR stra- 
tegically positions these assets at the fingertips 
of a carefully constructed database of 40,000 
kids who would make trend philosopher and 
Tipping Point author Malcolm Gladwell proud. 

Besides mining a substantial blogger list 
that's maintained internally, Guerilla PR combs 
blog search engine Technorati.com for kid 
bloggers who love action cartoons and anime, 
and also uploads short videos and trailers to 
a list of about 200 podcasts and RSS feeds. 
The company also reaches out to the direc- 
tors of kid tech camps, kid computer courses 
and summer school programs to integrate 
branded content such as avatars and videos 
into their curriculum. 

And this spring, Guerilla PR started up Gonna 
Be A Digital Star, its own classroom web course 
for kids ages nine to 18. Its sessions teach kids 
the basics of creating and editing blogs, graph- 
ics, comic books, games and videos in a safe 
environment, feeding more web-sawy soldiers 
into the company’s viral marketing efforts. 

“Kids are learning how to use different tools 
to be more creative and empowered, instead 
of just using what's available to them,” says 


president and CEO Michael Leifer. In fact, the 
official Storm Hawks fan club was started by a 
group of kid fans, to whom Guerilla was more 
than happy to provide images and videos. And 
clicking on the YouTube StormHawkers site 
while on the phone from his office, Leifer was 


With Guerilla PR's help, 

Nerd Corps gets Storm 
Hawks visual content into the 
hands of kid influencer fans 


pleased to see that fans had already grabbed 
the official Nerd Corps-produced Storm Hawks 
shorts and created their own versions. 

Getting a valid underground campaign going 
with a target that can turn from fan to foe on 
a dime takes some finesse. “The modern era 
isn't so much about push advertising, as it is 
about pull,” says Leifer. “It's finding out who 
something would be relevant for, and posi- 
tioning it in a real way so they want to adopt 
it” For example, the company is working on 
setting up a co-branded site on Graphita.com 
where users can upload pictures of them- 
selves and add Storm Hawks flair like armor 
and wigs. Contests around the effort will see 


ip 


marketing 


kids vote for the most creative likenesses to 
win fun things like foam Storm Hawks planes, 
DVDs, t-shirts and, later in the year, coupons 
for Storm Hawks products. 

Guerilla's first step in creating a viral 
campaign is going deep online to assess a 


brand's reputation. Conversations transpiring 
on message boards, websites, newsletters, 
media portals and blogs are carefully filtered 
for both positive and negative comments 
about a brand and its competitors. “We give 
the client a snapshot so they can see how 
to move the needle and get involved in the 
conversation,” says Leifer. 

For the Storm Hawks strategy, Leifer says 
one of the most important things gleaned from 
this brand-rep research was that the campaign 
needed to target anime-influenced groups as 
opposed to anime enthusiasts, who wouldn't 
be keen on series that strayed at all from 
anime’s classic style. KC 
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WITH GARY CAPLAN 


Gary Caplan: Hi Gary. Thanks a lot for 
meeting me today. As you know, one of the objec- 
tives of this interview series is to talk to people 
I've known for a long time. Remember when we 
first met? How could you? You were about six 
months old. 


Gary Rosenfeld: that's right! Thanks for 
having me here, Gary. 


Can you fell us a little bit about your 
background? Where did you grow up? 

| was born in Los Angeles, and never ventured 
very far beyond. | grew up in Encino, went to 
law school at UCLA, and my first job was in 
downtown LA. 


What made you decide to leave the 

practice of law to go into our business? 

| never wanted to practice law in the tra- 
ditional sense. | always felt that the back- 
ground law school provided would give me 
a good foundation from which to get into 
the licensing and entertainment business. 


Weren't you in the toy industry 


at Playmates for quite a while? 
That's right. | joined Playmates Interactive 
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Entertainment in 1996, right around the 
tail end of the Earthworm Jim days, and | 
migrated from interactive to toys around 
1997, at the tail end of the first wave of the 
Teenage Mutant Ninja Turtles. | reported pri- 
marily to John Sinclair and had a great six 
years working with him. 


What were the best lessons you learned from 
John and your experience at Playmates? 

| learned to be diligent in evaluating proper- 
ties and gather all of the facts about a property 
before deciding to move forward. For exam- 
ple, if it's a television show, it's not just about 
the series being on air. It's about the time slot, 
what it’s going to follow, where it sits in the 
schedule, how many episodes are going to 
be produced, and whether or not the show is 
being sold internationally—all that information, 
and a whole lot more, matters. 


Can you tell us a little bit about the history 
of THQ? 

THQ was founded in 1990 as a toy and video 
game company, and it went public in 1991. 
By about ‘93 or ‘94, it started focusing exclu- 
sively on the video game business and we've 
grown steadily. For fiscal 2007, we reported 


In the sixth and final installment of this very successful 


interview series, LIMA Hall of Fame member Gary Caplan 

met up with Gary Rosenfeld, SVP of business development 

at Agoura Hills, California-based gameco THQ. Caplan has known Rosenfeld since the vidgame 
exec was in diapers, but still learned a few things about how he approaches the acquisition of 
licenses and what goes into game development at one of the top publishers in the US. 


US$1 billion in sales, and in calendar 2006, 
THQ was the third-largest independent pub- 
lisher in the US. We've continued to grow 
our market over the years, so we're on a 
great trajectory. 


New title Ratatouille hopes to best THQ’s we 
Finding Nemo and Cars games, which 
have sold 15.5 million copies collectively 
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What about game development? What 
percentage of games are developed in-house? 
That varies from year to year. Right now, about 
60% are developed internally and 40% are 
developed by external partners. THQ has 
grown its internal studio system over the last 
five or six years to the point where the com- 
pany has 1,400 employees working on prod- 
uct in 16 studios around the world. 


Does THQ invite submissions from 

outside developers and from licensors? 

| wouldn't say we necessarily invite submis- 
sions, but we do always welcome them from 
people with whom we have relationships. We 
work with external groups that are developing 
game ideas, concepts and demos. 


How important is licensing to THQ? 

Licensed titles have been important to THQ 
since the inception of the company and will 
continue to be. Right now, we hold exclu- 
sive long-term agreements with Disney for 
Pixar movies, World Wrestling Entertainment 
and Nickelodeon. And these provide a great 
foundation on which to build our busi- 
ness. We've also established some balance 
between the licensed IP and original con- 
tent in the last few years, and it's important 
to maintain. That said, we're very interested 
in expanding our roster of licenses. 


I'm sure licensors regularly come to 
you with their new movies and TV 
series. What attributes do you look 
for in a license? 

There are specific attributes that we 
are actually looking for when we're 
evaluating an IP. The first is whether 
the property lends itself to a great 
video game, and eventually a series 
of video games. So we like to see 
properties where there's some 
level of continuity and we can go 
beyond its first public iteration. Tim- 
ing is also very important. It takes 
two years, sometimes longer, to 
develop a triple-A video game. An 
opportunity that's six to 10 months 
out is challenging: it's probably not 
realistic. We're usually looking at 
properties on a two-year horizon. 
Also, we're spending a lot of money 
on developing our games based on 


other people's IP, so we have to make sure 
that the business terms are correct. 


What are THQ’s biggest titles? 

THQ's number-one licensed product to date 
has been Finding Nemo, which has sold 8.5 
million units. However, Cars is going very strong 
with already more than seven million units sold. 
We also have several original franchises that 
have broken the one-million unit mark, includ- 
ing Saints Row and Destroy all Humans. 


Gary, looking at your experiences in the toy and 
video game industries, what are the key differ- 
ences when it comes to licensed properties? 

| think timing is the key difference. It takes us a 
lot longer to develop our product than it does 
for toys. When | was at Playmates, for example, 


When you were growing up, what was on your 
first lunch box? 
Charlie Brown. Charles Schultz consistently 
used sports themes and I've been a huge 
fan ever since. 


Who's your favorite character today? 

| love SpongeBob. He's obviously a man- 
sponge, or a boy-sponge in a man’s body, and 
| can relate to that. | just try to keep a little bit 
of child-like enthusiasm in what | do every day. 


In closing, Gary, is there any advice you could 
give to a new game developer? 

Be patient. A new game developer that doesn’t 
have a history and a pedigree of creating strong 
titles has to be very thorough in approach to 
game design, and also has to be very realis- 


1} THINK THAT GAME DEVELOPERS ARE BREAKING OUT 
OF SOMME PRE-ESTABLISHED MNOLDS. 1 SEE AN 
INCREASED NEED TO DEVELOP INNOVATIVE AND ORIGINAL 


APPLICATIONS..AND FINDING A GOOD BALANCE BETWEEN 
LICENSES AND CREATIVE NEW GAN\E CONCEPTS tS 
£SSENTIAL, tf THE INDUSTRY tS TO MOVE FORWARD. 


we got an opportunity to create action figures 
based on DreamWorks’ Aniz movie about three 
months before it was set to launch. But we were 
able to create and get product on shelf day-and- 
date with the movie. You couldn't do that in the 
video game business because the lead times 
are so different. And we're spending anywhere 
from US$8 million to US$20 million to create 
triple-A product. | know that's a wide range, but | 
think it is a good indication of the type of invest- 
ment video game companies need to make 
in order to establish licensed properties in the 
video game space. 


What do you see for the future 

of the interactive game business? 

| think that game developers are breaking 
out of some pre-established molds. | see 
an increased need to develop innovative 
and original applications...and finding a good 
balance between licenses and creative new 
game concepts is essential, if the industry is 
to move forward. 


tic in driving a business deal. The notion that a 
new game developer is going to have a level 
of control over its IP perhaps isn't realistic given 
the amount of money publishers spend to cre- 
ate these products. But we're looking to partner 
with new game designers and people who are 
trying new things. It's an exciting time. 


Great, Gary. | would like to thank you very much 
for meeting me here today, and I know that you 
will have much success in the years to come in 
your career and at THQ. 

Thank you, Gary. You've known me since | was 
in diapers, and I've watched how you have 
approached the business. I've learned a lot 
from you. & 


Gary Caplan is known in industry circles as “The 
Godfather of Licensing” and is president of Gary 
Caplan Inc, a Studio City, California-based consultancy 
specializing in the marketing and management of licens- 
ing programs. For further information, check out www. 
garycaplaninc.com. 
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Dive Into new content 


MIPCOM JUNIOR — Children’s and youth programming screenings 


Youth programming is probably the most exciting sector to be 
working in today. And no one is more focused on it than MIPCOM 
Junior, the children’s and youth programming screenings. Save time 
and money through two days of intensive screenings before 
MIPCOM to present or screen the best in worldwide children’s 
and youth programming. Make the most of these two days to dive 
into exciting new content and network with the international key 


players. 


MIPCOM JUNIOR? is a registered trademark of Reed MIDEM - All rights reserved. 


New content, new knowledge 

As new players and new opportunities arise, MIPCOM Junior’s 
conference and networking programmes bring you face-to-face with 
the trends that are shaping the business — and the people behind 
them. With over 39,000 screenings last year, MIPCOM Junior is the 
place where content meets opportunity. 


Dive into this exciting sector today! For more information call your 
MIPCOM Junior representative or register directly online at 


www.mipcomjunior.com. 


C2 Reed MIDEM 
A member of Reed Exhibitions 


6-7 October 2007 + Carlton Hotel, Cannes, France * www.mipcomjunior.com 
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Frederator toons into 2-D films 


hy lana castleman 


animation producer Fred Seibert and partners 
Kevin Kolde and Eric Gardner are setting out 
to prove that family-focused CGI features 
with US$100-million-plus budgets aren't the only 
animated flicks with a fighting chance at the box 
office. With a new venture called Frederator 
Films, the trio is taking a decidedly contrar- 
ian approach and attempting to carve out 
a market for creator-driven, feature-length 
toons, sporting price tags under US$20 
million a pop and crafted in a variety of 
animated styles. 

Seibert, founder of Frederator Stu- 
dios, says recent successes of smaller- 
budget live-action films such as Sideways 
and Little Miss Sunshine, both of which 
hit with specific demos, spurred 
his belief that a similar 


business model could work in animation. 
The plan is to roll out two mass-mar- 
ket, genre-targeted toon flicks that 
use different animation techniques 
every year, starting in 2008. The first 
three projects on the slate—a feature 
based on Cartoon Network original 
series Samurai Jack, hip-hop-flavored The Seven Deadly Sins and 
The Neverbood, which draws from a ‘90s PC game of the same 
name—will employ old-school 2-D animation, Flash and stop 
motion, respectively. 

Moreover, a key part of the strategy is that the three projects 
all have some existing level of awareness with the prime 15- to 
20-year-old male movie-going audience. For example, the 52 eps 


A Samurai Jack movie penned by Genndy Tartakovsky will be 
one of the first projects out of the gate at Frederator Films 


of Samurai Jack aired on CN between 2001 and 2004, 
drawing viewers primarily from the boys nine to 14 
demo, says Seibert. By the time the movie bows 
between 2009 and 2010, those boys will be 
in the 15-to-20 sweet spot. And with a 
budget “well under" US$20 million (Seven 
Deadly’ rings in at a mere US$500,000), 
it's a good bet that the film division will 
recoup its investment and then some. 
Right now, comedy is the big 
focus in terms of genre, but Seib- 
ert isn't ruling out looking at sci- 
fi, horror and even romance for 
future projects. The thing he says 
all FF films will have in common 
is a singular creator with a singular 
vision—like Genndy Tartakovsky, 
the mind behind Samurai Jack who's 
writing and directing the feature. 
As for financing, Frederator Films is work- 
ing to independently fund each project. And 
to keep budgets in check, production will 
likely be handled outside of North Amer- 
ica. (For Samurai, Seibert says he's looking 
at doing pre- and post-production in the 
US, and principal animation in Korea.) 
No distribution deals have been signed 
yet, but Seibert says international the- 
atrical release is the end-game. “We 
would consider the direct-to-video 
market," he adds, “but DVD retailers are very resistant to tak- 
ing original material.” 

Seven Deadly Sins is slated to go into production this fall, while 
the script for Samurai is still being hammered out. But you can 
expect Frederator to start teasing the projects via established 
online vehicles such as Channel Frederator and the company's 
industry-related blogs in the coming 12 months. §& 
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ROCKY AND BULLWINKLE AND FRIENDS TM & @ Ward Productions, Inc. Licens: 
GEORGE OF THE JUNGLE and 


as Canada’s Cartoon Titan 


by Mackenzie Ryan 


Just a scant decade ago, Toon Town, 
Canada was a territory governed by terrestrial 
television. The dominant players included 
commercial net Global—number-one with kids at 
the time—along with pubcasters TVO and the CBC. 


cecesratine 10 vears 
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“Ten years ago, kids were used to watching televi- 

sion on conventional networks, but the arrival of 

specialty changed that,” says Carole Bonneau, VP, “Cookie Jar Entertainment and 

programming, TELETOON.A forerunner in the spe- 

cialty channel race that launched in October 1997 TELETOON have worked together to 

after the CRTC granted a raft of new licenses, the 

ledgling network had little trouble drawing kid eye- bring children some of the network’s 

balls away from its conventional rivals. In fact, in its 

irst week of broadcast, TELETOON was posting top shows like Johnny Test, 

an average per-minute audience of 63,300, with a 

esha i Caillou and Gerald McBoing Boing 
Touting itself as Canada's first and only 24-hour 

animation network, TELETOON hit the airwaves — and with the evolution of both 

with a mix of classics such as Scooby-Doo, Duck- 

man and The Jetsons and new productions like companies, we'll be bringing kids 

Caillou, Pippi Longstocking and Captain Star. “We 

don't compete [price-wise] for the hot titles. We quality animated shows for years 

have to be more creative than that,” Bonneau told 

KidScreen in May 1999. to come.” 
It was precisely that creative programming 

strategy that ultimately led to the network's early Michael Hirsh, CEO, Cookie Jar Group 
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From all your friends at — B Productions. 
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GEORGE OF THE JUNGLE and associated character names, images and other indicia are trademarks of and copyrighted by Ward Productions, Inc. and Bullwinkle Studios. Used by permission. Copyrights for all other characters and artwork are the property of their respective owners. 
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success. After the first year, TELETOON had reached the posi- wasn't an appropriate platform for this type of animation before. 
tion of number-one specialty channel in the French market and  Nowit will have a home.” 

number-two in the English market by differentiating itself with Indeed, from day one, TELETOON provided unprecedented 
comedic programming that served as building blocks for the opportunities for the Canadian animation industry, dedicating 
channel's brand identity. 
The appeal of the service, beyond its English 
nd French language feeds, was that it provided an 
ternational flavour and broad demographic appeal 
ost from the outset. “While we were primarily a 


“Ten years ago, kids were 
ee ee used to watching television 


e Detour,’ says Bonneau. “This allowed us to . 
xtend our reach, gave us two distinct demographic on conventional networks, 


e 
groups and was key in bringing TELETOON to where 
| 
t 


1rmOnod FS OW 


is today.” It may have taken longer to build the but the arrival of specialty 


een/adult following TELETOON now prides itself 
on, butits commitment to moving animation beyond changed that.” 

the realm of Saturday morning kids cartoons was 

evident even at launch. As then president John Riley Carol Bonneau, VP, Programming, TELETOON 
told the Calgary Herald in October 1997: “wthere are 

dazzling techniques from around the world. There 
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“For 10 years, TELETOON has been an exceptional supporter of the 
Canadian animation industry and Studio B Productions in particular. 
They are one of our key partners and have played a tremendous role in 
the development and launch of some of our most successful properties. 
| look forward to further developing our relationship over the next 10 
years and beyond.” 


Blair Peters, Partner, Studio B Productions 


50% of its broadcast day by year three and 60% by year six productions,” Bonneau said in a Financial Post interview on June 
to the broadcast of Canadian programs. The new service also 11, 2002. “By working closely with young, upcoming production 
pledged to spend $76 million on Canadian programming ove companies, TELETOON has been able to provide a platform for 
seven years. By summer 2002, nine of the network's top-te 
rated series for audiences 2+ were original Canadian produc- 
tions. “We have exceeded our original production targets, with 
the majority of our budget being dedicated to original Canadian 
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MERCURY \A filmworks 
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continuous hours 
of animation. 
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TELETOON gained street cred with its tween/teen audience by taking 
creative risks on edgier concepts like Nelvana’s 6Teen 


That's our kind of anniversary! 


Congratulations Teletoon 
on your 10th year. some incredible animation that may not otherwise have had a 
green light.” 

And that's a promise that TELETOON has kept, say Canadian 
producers. “When | co-founded TELETOON with Family Channel 
president Len Cochrane, YTV and Cinar, we realized the network's 
potential and the immediate impact that it could have on Cana- 


OTTAWA | VANCOUVER $ 1.888.482.1814 www.mercuryfilmworks.com 


HAPPY BIRTHOAY 


Congratulations on [i) | 
ten years of oy, | 
animationjexcellence Y IN) 


from your pals, at 
Fresh TV. 


Fresh VV/Ine- Toronto, Canada el. \41\\416 516\2539 
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da’s animation industry. By partnering with som 
of the top children’s entertainment producers and 
broadcasters in the country, Teletoon helped make 
Canada an animation nation,” says Michael Hirsh, 
CEO of the Cookie Jar Group and TELETOON co- 
ounder. “The growth of major animation produc- 
ers and broadcasters including Cookie Jar Enter- 
ainment, Nelvana, Corus and YTV can be directly 
inked to TELETOON's success.” 
The channel's investment in Canadian anima- 
ion has certainly helped to grow Vancouver-based 
Studio B Productions, which launched as a service 
house in 1988, into one of the country's top anima- 
ion studios. 
“| remember meeting the TELETOON team 


when they made their West Coast swing 10 years The 2002 launch of post - 9p.m. teen/adult block The Detour extended 
ago,” says Studio B Partner Blair Peters. “We were TELETOON’s reach and gave the net two distinct demographic groups. 


all so excited about the prospect of an all-ani- 
mation station as the scene here was just starting out and we About Mimi?, which went on to be a big show for them and us. 


were brimming with new ideas. Studio B had been doing ser- They supported us through the development of that series 
vice work for a while, but we had a new development slate of — right through production and marketing and have always come 
our own ready to go. TELETOON took one our first series, What through on their commitment to support Canadian animation 


oO 
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Warner Bros. International Television congratulates 
TELETOON on 10 years of broadcasting excellence. 
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studios. They have since partnered with 
us on Class of the Titans, Yakitty Yak and 
now George of the Jungle and Ricky Spro- 
et” 

According to DECODE Entertainment 
president Steven DeNure, TELETOON 
has not only changed the Canadian car- 
oon landscape, but has had an impact 
in the rest of the world. “They have been 
adventurous and original in their pro- 
gramming choices and have been instru- 
mental in growing the business in Canada 
rom coast to coast,” says DeNure. “They 
have allowed producers to take creative 
risks — in our case with series like Angela 
Anaconda, Undergrads, Bromwell High, 
Planet Sketch and even way back at the 
beginning with Captain Star.” 
Much of the channel’s continued suc- 
cess can be attributed to its willingness to 
ake risks, to go after untried and original 
concepts and allow them to find an audi- 
ence. Over the years, TELETOON's open- 


TELETOON has kept ahead of the technology curve by supporting interactive 
programming like the Zimmer Twins, a concept that was pitched to the network long 


minded “let’s hear it” approach has drawn before user-generated content was a buzz word. 
its share of crazy pitches, many of which 
he broadcaster decided to pursue. Witness Fresh Animation’s The broadcaster's “never imitate” strategy has solidified its 


Tom McGillis, who visited TELETOON to present 67een and position as a pioneering Canadian broadcaster. Acting on the 
was veritably upstaged when the creative team behind Sons — premise that today’s kid viewers want to be a part of the show 
of Butcher showed up in full lycra costumes and playing wail- as much as they want to watch it, TELETOON launched an inter- 
ng electric guitars. Of course, 6Teen was an unusual pitch in active promo centered around 6Teen earlier this year. The Take 
itself - an animated sitcom for tweens? Bonneau admits that 6Teen Casting Call Contest gave 6Teen fans the opportunity to 
“nobody would have ever thought of making 6Teen10 years ago _ have their animated likeness get a walk-on spot in the show, with 
because there is no toy attached to it,” Bonneau points out. “It’s — their behind-the-scenes experiences committed to video. 
a different strategy.” Of course, TELETOON has long been ahead of the interactiv- 
ity trend curve. As early as 2001, the 

broadcaster was creating opportu- 


3 nities for kids to develop content 
“DECODE has grown up alongside through the Animation Station, a 
uring kiosk that allowed users to 

TELETOON - we are both 10 this year. choose their own characters, back- 
ground, storyline and theme. A 

TELETOON has not only changed the number assigned to the completed 
short directed kids to their creation 

Canadian cartoon landscape, but has had ee 
as this led to more involved pro- 

grams such as the online Zimmer 

Twins initiative. This came to us 


an impact in the rest of the world. What 


= 


before user-generated content was 


will TELETOON do aSa teenager?” a buzz word,” says Bonneau. “We 


Steven DeNure, President, DECODE Entertainment decided to support the concept 
because It was unusual and gave us 


an opportunity to evolve with our 
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Breakthrough 


Kevin Gillis, Executive Producer 416.766.6588 x 251 kgillis@breakthroughfilms.com 
lra Levy, Executive Producer 416.766.6588 x 226 ilevy@breakthroughfilms.com 
Tanya Kelen, Head of Distribution 416.366.6588 x 113 tkelen@breakthroughfilms.com 


cecesratine 10 vears 


sponsored tribute 


arget audience.” Zimmer Twins provides teletoon.com users and animation studios bringing the new look to life. Unveiled on 
with online tools to produce shorts featuring its characters and air and online in February 2007, the new logo nixes the iconic smi 


other elements. Last July, site visitors and the TELETOON ani- _ ley face in favour of a dynamic 3-D T rendered in navy, gold and 
mation team selected 20 winning films to be shown as intersti- orange. New station ID spots are infused with percussive beats 
ials on-air. with the logo transforming into various shapes, including a fan 


Proof positive of the network's commitment to multiplatform — that blows away green noxious fumes. 
brand development that allows TELETOON to be wherever its “We listened to our audience, and we're confident this new 
audience is, former Nelvana director of Canadian broadcast sales — brand will resonate with both our daytime kid and late-night teen 
and promotion Michael Goldsmith was brought on earlier this and adult viewers,” says Leslie Krueger, TELETOON’s VP, Mar- 

fe) 
e 


year as director of original content. “What we are hoping to d eting. So how will TELETOON ensure that its shows and brand 
is build-in the multiplatform elements of each show and redefin identity continue to be relevant with today's evolving animation 
what original content means,” Goldsmith told KidScreen in April audience? First, the brand audit process yielded a 2,000-mem- 
2007. “We want to grow mobile, VOD, gaming and online. The — ber Online Youth Advisory Panel that will be called upon regularly 
challenge will be to make the content interactive and accessible.” or input and direction. But TELETOON's commitment to viewer 

n keeping with this interactivity promise, the net's most connection goes far beyond on-air and online. Says Bonneau: “If 
recent efforts include the launch of two new digital services, Video ids check their cell phones, we want to be there. If they're in a 
on Demand and Mobile TV. But one of its most significant viewer park on the weekend, we want to be there with our live events. 
communication assets, teletoon.com, has long been And if they're multitasking, switching between TV and social net- 
a tool allowing TELETOON viewers to interact with working tools like Facebook, we want to be there as well.” 
their favourite shows, immerse Perhaps fittingly, as TELETOON looks forward on the eve of 
themselves in the wacky world of its 10th anniversary, it is also taking a ret- 
TELETOON and provide feedback rospective look back with new digital ser- 
that is heard, acknowledged and ice TELETOON Retro. “We enjoyed a very 
acted on by the channel. m uccessful retro block a number of years 

; : , : a new diginet that a 7 : 

With a mandate of listening to its ishometoclassic 220° Notes Bonneau. “Having the expe- 
viewers that permeates all areas of its cartoons like Bugs rience of airing these vintage cartoons 
business, TELETOON has initiated viewer- Bunny which were part = jnformedus of their wide audience appeal, 

: ; of the original lineup at ; ; : 
directed rebranding efforts over the launch 80 in the ensuing years, we looking for a 
years. The first came in 2000 with the business model that would work for us to 
creation of anew TELETOON world bring them back with their own channel.” 
consisting of animated backgrounds Set for launch October 1 in more than 
presented in monochromatic shades of 2 million homes across Canada, TELE- 
blue, green and orange and incorpo- TOON Retro will carry such classics as Fat 
ration characters from a variety of Albert, The Super Friends, The Flintstones, 
he network's shows. But by 2005, The Bugs Bunny and Tweety Show along 
it was time for another hard look with some favourites you might recognize 
at how the sawy nature of TELE- from TELETOON's original launch schedule, 
TOON's programming could be like Tom and Jerry and Scooby-Doo. Bonneau 
more clearly expressed through sees TELETOON Retro as a springboard for new 
all of the network's activities. growth for the network. “In the research we con- 
ELETOON's agency of record, ducted that led us to develop Retro, we saw audi- 
JWT Enterprise, led the brand audit, ence demand for many niche areas within our core 
with research agency Youthography con- business of animation,” she says. “There are cer- 
ducting focus groups with viewers and tainly anumber of opportunities for us to pursue 
non-viewers alike. The results showed in these specialty areas in the coming years.” 
that while focus group members asso- Even with the new focus on Retro, one thing 
ciated with TELETOON shows, they that is changing and will continue to change is where 
were not as connected to the brand, TELETOON viewers expect to see its programming. But one thing 
deeming it somewhat too juvenile. will remain the same: TELETOON will always look to be the pio- 
Media branding and creative agency neer and will never seek to imitate. “We'll always be looking for 
Brand New World entered the mix to the next great TELETOON show, not the next SpongeBob,” says 
develop the brand architecture and marks, with 4stroke design Goldsmith. » 


TELETOON has come 
full-circle with the 
upcoming launch pf 
TELETOON RETRO, 


= 


no 
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For brand marketers, 
it’s the hottest ticket in town. 


Reserve your seat today at RoadShowHollywood.com! 


Celebrating 10 years of bringing entertainment opportunities to the brand marketing community. 
This year, we’re bringing RoadShow Hollywood and RoadShow Europe together for one spectacular 
entertainment marketing event with over 1000 participants. You'll have direct access to 100 marketing 
execs from 40 top entertainment companies. Discover opportunities to engage your consumer and 
enhance your marketing efforts in a way that only an entertainment tie-in can. 


Get a sneak preview at the widest range of properties in film, television, music and games. 
At RoadShow, you’ve got a front-row seat to the most exciting promotional opportunities available. You'll 
see what’s in development, meet the right people and develop powerful partnerships for your brand. 


Register early and save! 
Register before rates increase. Sign up by August 10, 2007 and save $200! 


Win 250.000 Enter to win the trip of a lifetime! 
Delta SkyMiles! With over 332 destinations, the trip of a lifetime could be just a click away. Go almost 
"anywhere on earth, but you have to go to RoadShowHollywood.com first to enter!* 


Hosted by: In Association With: Corporate Partners: Major Partners: 


BRANDWEEK | @ A DELTA xX*Heineker (YT) A t F* Sitesyste 


?mlovin’it’ Mercedes-Benz FANDANGO 


September 18-20, 2007 » Hollywood, CA 


For more information, sponsorship opportunities or to register, 
visit RoadShowHollywood.com or call us at 1-310-275-2088. 


J) Ahearn 


in new jobs 


Veronica Hart 


Atlantyca Entertainment (\ilan, Italy, 39-022-996-1242): As 
Geronimo Stilton gets set to head into production with Canada’s 9 
Story Entertainment and France's MoonScoop Productions attached 
as co-pro partners, the book property's Italian owner is staffing up to 
support the effort. As CEO, Claudia Mazzucco will guide the company’s 
expansion in businesses such as content acquisition, animation devel- 
opment & production, and licensing & merchandising. Caterina Vacchi, 
meanwhile, is charged with running Atlantyca’s animation department 
as senior manager and executive producer. Both Mazzucco and Vacchi 
hail from publishing company Edizioni Piemme, which used to be 
owned by Atlantyca chairman Pietro Marietti. 


CBS Consumer Products (New York, New York, 212-975-8127): 
Liz Kalodner has wasted no time in recruiting to staff up her new divi- 
sion, and the team she's put together hails largely from the house 
that Bob and Barney built. Bill Burke, who worked with Kalodner for 
many years at Sesame Workshop, leaves his VP of brand manage- 
ment post at HIT to join as VP of marketing. Fellow Workshop alum 
Veronica Hart makes a similar jump, resigning as director of licensing 
at HIT to take up the same job at CBS, and Jorge Ferreiro moves later- 
ally from HIT to CBS as SVP of creative. 

Director of licensing JJ Ahearn and VP of marketing Jason Korfine 
stand alone as the only non-HIT recruits in this round of hiring; 
Ahearn defects from a director of retail and new business devel- 
opment role at Nickelodeon & Viacom Consumer Products, while 
Korfine comes from the 4Kids fold, where he most recently worked 
as VP of marketing. 


Chorion Silver Lining (New York, New York, 212-977-4448): The 
US arm of Chorion is beefing up for bigger business this year with the 
appointment of three experienced execs. As global EVP of licensing 
and merchandising, former MGM Consumer Products worldwide VP 
of hardlines Eric Karp will oversee sales & marketing, product devel- 
opment and approvals. SVP of global brand management Cheryl 
Gotthelf will liaise with the company’s creative, production, licensing 
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Joan Blanski Cheryl Gotthelf 


Daniel Shum 


Eric Karp 


and marketing teams to coordinate the launch of The Mr. Men Show 
on Cartoon Network in the US and Five in the UK. And super-serv- 
ing Chorion’s signature evergreen brand Noddy in the US, Japan 
and Europe should keep Joan Blanski busy as SVP of global brand 
management. Both women have put in time on the publishing side 
of the business; Gotthelf used to be at Scholastic as VP of brand 
marketing and TV broadcast relations, while Blanski previously served 
as SVP of marketing at Golden Books. 


Disney Channel Asia-Pacific (Hong Kong, 852-2203-2000): 
The Eastern offshoot is banking on its latest hire to deliver deeper 
market insights and inform strategic planning. Daniel Shum has come 
aboard as head of consumer strategy and research, and will conduct 
studies in the region to get a bead on how Disney's key franchises 
can forge stronger connections with consumers via marketing and 
programming initiatives. Prior to joining the Mouse House, Shum did 
a seven-year stint with Research International, most recently serving 
as MD for Taiwan and Hong Kong. 


Ottawa International Animation Festival (Ottawa, Canada, 
613-232-8769): As September's fest draws closer, the organization 
behind the event has promoted Azarin Sohrabkhani from corporate 
sponsorship manager of OIAF to conference director of the Television 
Animation Conference, a two-day business forum that takes place 
during the festival on September 19 and 20. Sohrabkhani will over- 
see every programming aspect of the conference this year. 


Toys ‘R’ Us (Wayne, New Jersey, 973-617-3500): As she eases 
into her new EVP and COO position, Claire Babrowski will no doubt 
leverage the expertise she built over 30 years at McDonald's, where 
she started as a part-time employee and finished as SEVP and chief 
restaurant operations officer. But Babrowski will also bring the chain- 
management skills she honed as RadioShack’s CEO, president and 
COO into play since one of her chief responsibilities is oversight of 
the toy retailer's global franchise operations. 


How to reach 


some of the key companies in this issue 


CommerceHub 
Albany, New York 
www.commercehub.com 


518-810-0700 


DaimlerChrysler 
Auburn Hills, Michigan 248-576-5741 


www.daimlerchrysler.com 


DreamWorks Animation 
Glendale, California 
www.dreamworks.com 


818-695-5000 


eToys Direct 
Denver, Colorado 
www.etoys.com 


303-228-9000 


Exodus Film Group 
Venice, California 310-392-7778 


www.exodusfilmgroup.com 


France 3 
Paris, France 
www.france3.fr 


33-1-5622-3030 


Frederator Studios 
New York, New York 
www.frederator.com 


212-779-4133 


Gary Caplan Inc. 
Studio City, California 
www.garycaplaninc.com 


818-980-1191 


The Gotham Group 
Los Angeles, California 
www.gotham-group.com 


310-285-0001 


GPShopper 
New York, New York 
www.gpshopper.com 


212-488-2222 


Guerilla PR 
Fairfax, California 415-460-6695 


www.guerillapr.com 


Harris Interactive 
Rochester, New York 
www.harrisinteractive.com 


585-214-7412 


HarperCollins Publishers 
London, England 44-208-741-7070 
www.harpercollins.co.uk 


Hot Topic 
Los Angeles, California 
www.hottopic.com 


626-839-4681 


JK Benton Design Studio 
Bloomfield, Michigan 248-644-5875 


www.jkbenton.com 


Marvel Studios 
Los Angeles, California 
www.marvel.com 


310-234-8991 


MGA Entertainment 
van Nuys, California 
www.mgae.com 


818-894-2525 


Nerd Corps 
Vancouver, Canada 604-484-0266 


www.nerdcorps.com 


New Line Cinema 
New York, New York 
www.newline.com 


212-649-4900 


Nick & Viacom Consumer Products 
New York, New York 212-846-8000 
www.nick.com 


Paramount Pictures 
New York, New York 
Www.paramount.com 


212-258-6000 


Parthenon Entertainment 
Chorleywood, England 44-1923-286-886 
www.parthenonentertainment.com 


Penwizard 
Surrey, England 
www.penwizard.co.uk 


44-8708-503-797 


Pixar Animation Studio 
Emeryville, California 510-752-3000 


Www.pixar.com 


Playmates Toys 
Costa Mesa, California 
www.playmatestoys.com 


714-428-2000 


Rubie’s Costume Company 
Melville, New York 516-326-1500 
www.rubies.com 


Sirius Satellite Radio 
New York, New York 
Wwvww.sirius.com 


212-584-5243 


Segal Licensing 
Toronto, Canada 416-588-8727 


www.segalcommunications.com 


Snow River Media 


Chard, England 44-1460-261-911 


Spin Master 
Toronto, Canada 
www.spinmaster.com 


416-364-6002 


THQ 
Agoura Hills, California 818-871-5000 


www.thq.com 


Ty's Toy Box 
Erlanger, Kentucky 
www.tystoybox.com 


859-282-8697 


Twentieth Century Fox 
Los Angeles, California 
www.fox.com 


310-369-1000 


United Media 
New York, New York 
www.unitedmedialicensing.com 


212-293-8500 


Universal Studios 
Universal City, California 
www.universalstudios.com 


818-777-1000 


Walden Media 
Los Angeles, California 
www.walden.com 


310-887-1000 


Walt Disney Pictures 
Burbank, California 818-560-5843 


www.disney.com 


Warner Bros. Pictures 
Burbank, California 
www.warnerbros.com 


818-977-7163 


Wish Films 
Borehamwood, England 
www.wishfilms.com 


44-208-324-2308 
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Calendar of Events 


Book Expo America 


Industry Legend 


Advertising-Ad 
Animation-Anim 
Apparel-App 
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Distribution-Dist 
Electronics—Elec 
Film-F 


JULY/AUGUST 2007. kidsereen 


July 25-29 Ss 


May 29-June 1 


Games-Gam 
Home Entertainment-H 
Interactive-Inter 


eoul, Korea 


Los Angeles, CA 


Licensing-Lic 
E Manufacturing-Mfg 
Marketing-Mktg 


822-6000-1415 


203-840-5614 


Merchandising—Merch 
Multimedia-MM 
Production-Prod 


www.bookexpoamerica.com 


TV/Prod/Lic/Anim 


Prod/Pr 


Toys/Games 


Publishing 


Promotion-Promo 
Programming-Prog 
Publishing-Pub 


Sports-Sp 
Toys-T 
TV-IV 


coolwatch 


Spider-Man tops comics 
and film, while Shrek runs 


What is your favorite comic book? 


Boys 8-11 (192 kids) Girls 8-11 (155 kids) 
Spider-Man 29.2% Spider-Man 17.4% 
Garfield 7.3% Garfield 8.4% 
Superman 6.8% Captain Underpants 6.5% 
Captain Underpants 5.7% Nickelodeon 5.2% 
Batman 5.2% Archie 4.5% 

Boys 12-15 (149 kids) Girls 12-15 (105 kids) 
Spider-Man 32.2% Spider-Man 33.3% 
Superman 14.1% Superman 9.5% 
The Simpsons 7.A% Archie 7.6% 
The Hulk A7% Calvin and Hobbes 4.8% 
Batman 40% SpongeBob SquarePants 4.8% 


What is your favorite movie? 


Boys 8-11 (269 kids) Girls 8-11 (267 kids) 
Spider-Man series 32.3% Shrek series 10.9% 
Shrek series 8.9% Spider-Man series 9.7% 
Pirates of the Caribbean series 4.5% High School Musical 5.6% 
Harry Potter series Soe Night at the Museum 3.7% 
Happy Feet eae Pirates of the Caribbean series 3.7% 

Boys 12-15 (251 kids) Girls 12-15 (255 kids) 
Spider-Man series 19.9% Spider-Man series 7 8% 
Blades of Glory 40% Pirates of the Caribbean series 7.5% 
Scary Movie series 4.0% Shrek series 6.7% 
Pirates of the Caribbean series 3.2% Stomp the Yard 5.5% 


NRorit 2.8% Disturbia 3.5% 


Research tidbits found in this feature are extracted from the June/July 2007 issue of 
KidSay’s Trend Tracker, a syndicated study published five times a year that breaks down 
what's cool and what's not according to 1,000 American kids ages eight to 15. KidSay, an 
11-year-old full-service kids market research firm, works with schools and youth organiza- 


>) 
& S Sy 3 a tions in hundreds of U.S. cities to collect and analyze data about trends emerging in the 
Oy) J 4 categories of entertainment, famous people/characters, internet, food/beverage, spending, 
eo toys and lifestyle. If you'd like more information about Trend Tracker, please contact Bob 
Reynolds by phone (866-273-8555/913-390-8110) or by e-mail (bob@kidsay.com). 


Never before has content been so in demand, and the media 
landscape is adapting quickly to the new consumer habits. 
Attending MIPCOM — the world’s audiovisual content market — 
will keep you up with the new trends, new content and the 
people that make it move. So you can: 


Fully exploit all your TV and Film copyrights in a cross media 
landscape 


Reach over 4000 buyers from over 100 countries 


Take advantage of the growing brands and advertising agencies 


consorcom MIPCOM® is a registered trademark of Reed MIDEM. All rights reserved. 
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A Reed MIDEM quality event 


mobile (J. 


mo! Internet and Cross Media 


, SHORT 
HE 


FESTIVAL DE CANNES CORNER 


Welcome to 


In partnership with: 


The Mobile & Internet TV Awards salute outstanding 
achievement in mobile film and video content as well as 
honouring innovation in short form audiovisual entertainment 
for internet and mobile media. 

2006 attracted 290 entries from 38 countries worldwide. 

This year’s categories have been expanded to include film in 
partnership with the Marché du Film and the Short Film Corner. 


Categories: 


¢ Best Short Form Audiovisual Entertainment made for 
Mobile and/or Internet : Drama / Comedy / Lifestyle & 
Music / Factual 

+ Best Mobile Service for Social Community & User- 
Generated Content 

+ Best Cross Platform & interactive Mobile TV Format 

* Best Made-for-Mobile TV or Film Channel 

* Best Film shot on a mobile device 

+ Best Short Film originally created or repurposed for Mobile 


Start moving today, get regular conferences updates and 
register online at www.mipcom.com 


CP Reed MIDEM 
A member of Reed Exhibitions 


